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Is Your Company Reviewing Its CPA Firm Services?
The time may arrive when you and
other members of the senior manage
ment team will need to conduct a
cost/benefit review of the services you
currently receive from your accounting
firm. In preparing for a possible change
in your accounting service provider,
organizing a request for proposal (RFP)
is an essential first step in the process.
Many firms with experience in prepar
ing RFPs for CPA firms have said that
the first quarter of the year is an appro
priate time to begin this process.
The following sample questions may
assist you in organizing your company’s
RFP. Most department heads will mod
ify these questions before offering it as
a basis for your RFP.
Background
1. Please describe your firm’s industry
competence and specialization in
<your company> (hereafter referred to
as XYZ’s) core businesses (support
by a representative listing of clients).
Please indicate whether the work has
been auditing and/or consulting
and, if possible, describe the types or
major engagements performed.
2. Identify partners of your firm who
are recognized as specialists in our
industry, including examples of their
contributions.
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3. Describe any positions taken by your
firm with the SEC, AICPA, FASB, or
FCC that could be viewed as contro
versial and that are relevant to our
businesses.
4. What lawsuits are presently pending
against your firm involving the SEC
and, if relevant, what judgments have
been made against your firm or its
employees in the past three years?
5. Given that many of XYZ’s core busi
nesses are dynamic and complex,
what commitments will your firm
make to staff continuity? What has
been your staff turnover in the
office (name the appropriate city) in
recent years?
6. What investment banking firms and
law firms has your firm dealt with in
respect to our businesses? Which
partners of these firms have you had
continuing contact with, and may
they be contacted?
7. Please comment on your experience
and what views and/or resources you
may have in helping your clients deal
with various federal regulatory agen
cies (e.g., FCC, SEC, IRS, FTC).
S. Please identify the ten largest clients
your firm (or office) has lost in the
past three years and the reasons.
Were any of these the clients of the
partner who will be in charge of the
XYZ account?

Technical Support
1. Define and discuss your firm’s proce
dures for resolution of technical

questions raised by clients or encoun
ters during an engagement. Please
be specific as to where the buck
stops. When a decision is made by
the engagement partner, is it binding
on the firm or can it be reversed?
2. The internal audit function at XYZ is
relatively new, having been in place
for four years. Describe your firm’s
philosophy concerning working with
and relying on internal auditing staff,
and give examples of innovations in
the way your firm uses internal audi
tors and the attendant cost reduc
tions for external auditors.
3. Can you describe the strengths of
your organization in providing invest
ment advice (both tax and account
ing) on the creation ofjoint-venture
partnerships? (Many of our future
transactions may be done on a joint
venture basis with third parties.)
4. Do you have a position on techno
logical obsolescence in industry
and, relatedly, what are your recom
mended ranges for the useful life
of our assets?
Engagement Team and Fee Proposal
1. Identify the partners and principal
managers who would have substantial
involvement in the engagement,
and furnish biographical material
on each.
2. Describe how your firm will approach
the XYZ audit.

(Continued on page 6)

DON'T FORGET........
Register to attend the 1995 Fall National Industry Conference — October
26-28 in Colorado Springs, Colorado. A new format this year allows CPAs in
industry to attend 8 separate concurrent sessions, 3 general sessions and one
forum over 2½ days for a maximum of 23 CPE credits! Also, CPA Financial
Manager’s may come one day earlier to attend either the AICPA Finance Best
Practices Conference or the AICPA Strategic Performance Measures Confer
ence for 8 additional CPE credits.
If you would like more information on these conferences, please call the
AICPA Meetings and Travel Department at (201)938-3232.
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Big Tax Savings for Small Companies
by Jan Bond
One of the few benefits you can offer
employees that saves money for you both
is a program established and maintained
under IRS Code Section 125. Such a
program, known as a Cafeteria Plan,
allows employees to redirect a portion
of their salary to cover certain medical
and insurance premiums as well as
dependent care expenses. Because
neither employee nor employer pays
income and social security taxes on the
portion redirected, both realize a sav
ings: the employee gets a larger pay
check and the employer a lower tax
liability. So if your company does not
offer a Cafeteria Plan, it’s time to start
one; if you do, it’s time for a review to
make sure your Plan is maximizing sav
ings and complying with IRS regulations.
A voluntary plan that allows employ
ees to use pre-tax dollars to pay for
qualifying expenses, a Cafeteria Plan
allows participants to select from a
variety of benefits according to their
personal and financial needs. As an
employer, for example, you may offer
accident and health plans whose premi
ums employees may choose to pay with
pre-tax dollars. This group of benefits
may include medical plans, HMOs and
PPOs, dental and vision care plans,
accidental death and dismemberment
coverage, prescription drug programs,
and disability insurance. These plans
can be self funded or provided through
insurance carriers.
You may include employee contribu
tions to a 401 (k) plan as well as group
term life insurance in a Cafeteria Plan.
You may arrange Flexible Spending
Accounts (FSA) to help employees take
full advantage of pre-tax spending. By
determining how much they are likely
to spend for dependent day care or
medical care not covered by insurance
and diverting that amount to an FSA,
for example, employees can be reim
bursed from the diverted non-taxable
dollars for eligible expenses.
In most cases, the tax savings a com

pany realizes through a Cafeteria Plan is
more than enough to offset the cost of
starting and maintaining the plan. And
by providing a Cafeteria Plan to your
employees, you are offering them a ben
efit made visible: generally they pay less
tax so their take-home pay increases.
Before starting or modifying a Cafete
ria Plan, define your goals and objec
tives. Your purpose will shape the Plan’s
design and development. As you deter
mine the types of benefits to be offered,
consider tax savings, administrative
costs, the employee group, plan eligi
bility, and the employee fringe benefit
package. Remember, too, that a Cafete
ria Plan need not cause substantial alter
ations in your existing benefit package.
Once you have designed or modified
the Plan, you must introduce it to your
employees in a way that wins their accep
tance and subsequent participation.
The enrollment process starts with
education—through explanations as
well as worksheets and surveys that help
employees understand how the new
Plan works and how they may best par
ticipate. Distribute an informational
brochure; provide a worksheet for
estimating medical expenses not paid
by insurance and another for calculat
ing tax savings. Compare before and
after paychecks so employees will see
how their participation affects their
take-home pay.
During enrollment seminars, lead
employees through the worksheets and
encourage them to ask questions about
the Plan and how it fits their needs.
Explain aspects that may be proble
matical—the use it or lose it rule, for
example, or how the dependent care
assistance offered through a Cafeteria
Plan differs from claiming a child care
tax credit. Make sure employees know
that their social security benefits may be
reduced as a result of their lower taxable
wages but that a conservative investment
of the increase in monthly take-home
would far outweigh that reduction.

In short, the employee must be welladvised. The well-advised employee is
happier and more willing to participate
in the Plan—and your own tax savings
stems from your employees’ willing
participation.
Maintaining their participation
depends on your ability to administer
the Plan in an orderly way. Process
claims and distribute reimbursements
in a timely and efficient manner so that
employees know what to expect and
when to expect it. Inform participants
of account balances regularly. At least
two months before the plan year ends,
send participants a statement of account
balances as well as year-to-date contribu
tions, claims, and disbursements;
remind them of their annual election
amount, the amount they need to
request by plan year end, the number
of grace days allowed after the plan
year end, and their risk of forfeiture.
A month before the plan year ends,
distribute reelection forms that show
the previous year’s elections and the
coming year’s options, including any
changes scheduled for the new plan
year. And, by January 31st of each year,
you are responsible for furnishing those
who participated in the dependent care
portion of the Plan with a W-2 showing
total benefits provided for their taxable
year through the Cafeteria Plan.
Your other responsibility, of course,
is to the IRS.
You must submit a completed Form
5500 and Schedule F by the last day of
the seventh month after the plan year
ends. The IRS also demands certain
compliance assurances, largely to make
sure that plans do not favor highly
compensated or key employees. Using
IRS formulas, you will need to test for
discrimination when the plan starts, at
least quarterly thereafter, and at the
plan year end. The plan must pass all
discrimination tests, based on disburse-

(Continued on page 5)
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Monitoring Customer Value
In many markets, customers already
take low price and high quality for
granted. The current battleground in
sophisticated markets, and the next
battleground in developing ones, is
superior customer value.
Unfortunately, many organizations’
information systems have historically
emphasized internal financial results.
Few organizations have paid enough
attention to truly understanding mar
kets, channels, competitors, and spe
cific customers. Organizations must
also understand when, why, and how
customers react to products, services,
and price changes, and use that
information to better manage their
customers through value managing
internal functions and processes.
Defining Customer Value
The concept of value is ever present
in the minds of most customers. Such
phrases as “value for the money,” “best
value,” and “you get what you pay for”
are fairly commonplace. Customers
have at least two different definitions
of value.
■ Value is getting what I want in a
product/service: buyers look at value
in terms of the benefits they receive
from the item or service. They focus
on their own subjective estimate of
the usefulness or amount of need sat
isfaction resulting from the product.
■ Value is low price: other buyers use
the word “value” to refer to situations
where they simply pay a relatively low
price. The focus here is purely on
what is given up monetarily.
Since the customer determines the
anticipated benefits and costs, it is the
customer’s perception of each that is
relevant. The customer’s perceptions
of expected benefits derive from prod
uct attributes and service attributes,

each of which may be subdivided into
greater detail. Different customers will
probably place different priorities
and emphases on the various product
and service attributes. Expected costs
consist of the specific purchase price
or cost during the transaction, plus
continuing life cycle costs of sustaining
the product and service, plus a risk
factor based on the life of the product
and/or service and the relative uncer
tainty of the life cycle costs.

Customer Value Axioms
Five fundamental customer value
axioms apply to virtually any business
in any industry. Organizations in grow
ing and changing industries must
learn these axioms quickly; organiza
tions in more stable industries have a
little more time.
First, the customer defines the
product quality, service quality, and
acceptable price. More important, it is
possible to translate customers’ expec
tations of benefits and costs into usable
data. Organizations must implement
organized systems to capture cus
tomers’ expectations of product and
service quality and reasonable price.
Second, customers form their
expectations relative to competitive
alternatives. Determining what cus
tomers think of an organization’s
products without referring to these
alternatives is hollow. An organization
can actually improve its product and
service quality and reduce its price,
and still lose ground to its competitors.
Relative performance can only be
determined by both customer and
competitive analysis.
Third, customer expectations
change, usually upward. The rate of
change is determined largely by com
petitive performance. As markets

become more competitive, those
competitors cause changes and offer
alternatives, which in turn influence
customer expectations. An organiza
tion must undergo a continuous
process of determining customer
expectations.
Fourth, product and service quality
must extend throughout the value
chain. Upstream suppliers must contin
ually improve quality; all the down
stream intermediaries must deliver
maximum value to the end user.
Fifth, maximizing customer value
requires that the whole organization be
involved. Top management directives
alone will have little effect. Delegating
responsibility to functional depart
ments such as marketing, sales, or
customer service will have little effect.
To maximize customer value through
product and service quality, all mem
bers of the organization must assume
responsibility.
These five axioms constitute the
core issues of customer value. Man
agement must recognize and explicitly
address all five. An organization
that ignores any one of them will
probably not achieve outstanding
customer value.

This article has been extracted from the
Management Accounting Guideline #36,
Monitoring Customer Value. This guide
and others are included in the Manage
ment Accounting Series, created by
the Society of Management Accountants
of Canada. The full series consisting of
56 publications is available for $295;
individual publications are also available
for $15 each. For a gratis publication
(number G00107) detailing each publica
tion in the series or to order the senes,
please call the AICPA Order department
at 1-800-862-4272.

Suggested Reading: M&A in the Middle Market
Over the past several years,
merger and acquisition
activity has heated up sub
stantially, particularly in the
middle market. When work
ing for a company in the $1
million to $50 million range, a CPA
financial manager must rely on thor

The Financial Manager’s Report

ough preparation to cement deals, ease
transitions and keep the company out
of court.
In an upcoming issue of The Journal
ofAccountancy, authors Robert Moore,
Jr., Paul Floyd and Ron Korabik advise
CPAs of the opportunities and pitfalls
which arise out of this m&a activity.

The article includes valuable informa
tion for FMR readers. Even if you don’t
anticipate being involved in this kind
of activity in the near future, watch
for the future article inJofA. It will
prepare you for when (not if) it does
affect you.
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Be Aware of Your Decision-Making Styles
It’s a familiar scene to most profession
als: your boss calls you and your col
leagues into his or her office and
announces “I have a major decision to
make, and I’d like input from you, the
key members of my team.” The boss
provides some background information
and describes the options, the alterna
tive decisions. A team member suggests
option A, giving his or her reasons. The
boss responds by acknowledging the
suggestion, but provides a well thought
out answer as to why A won’t work and
C is a much better solution. Another
colleague recommends B. You provide
or support any argument. The response
from the boss is the same. “Thanks for
the suggestion, but B just won’t work
and here’s why. What do you folks think
of C?” Soon a bright light switches on
and your boss provides a lengthy argu
ment in support of option C. When
the boss asks if everyone is in agreement,
everyone nods in unison. “Thanks
for coming in folks, your input has
been invaluable.”
You head back to your office thinking
“yeah, right.” It’s not that, on reflection,
you didn’t agree with the decision, and
you certainly recognized that it was your
boss’s prerogative to make it. It’s just that
the process seemed a bit of a sham. The
boss clearly had his or her mind made up
before calling in “the team.” It doesn’t
leave you with a good feeling. Hopefully
the meeting didn’t last too long.
In fact, you’ve probably experienced
this management style at one time.
According to Dr. Rick Ross, a speaker
at the recent AICPA Financial Manage
ment Symposium, most managers are
not conscious of these anti-motivating
practices. In the scenario outlined, the
bosses probably think they are being
good inclusive managers.
Ross says most managers make decisions
in a variety of modes, any of which can
be appropriate given the circumstances.

Ross’s modes vary according to the level
of participation of staff who report to
the manager. “Successful managers
operate at appropriate times all along
the spectrum (see chart below). The key
for most successful managers is that they
recognize which mode they are in and
communicate that to their team,” says Dr.
Ross. Thinking back to your personal
experiences that approximated the
above scenario, wouldn’t you have been
happier if the boss had called you in
and said, “I've made a decision. We’re
going with option C. Here’s, why. I
wanted to make sure you were aware of
my decision and the reasoning behind
it. Thanks.” Ross calls the decision
making mode just described, “the tell
mode.” In the scenario described, the
boss was also in the “tell” mode, but
his or her opening remarks gave the
impression that he or she was in the
“consult” mode. A quick summary of
the five styles:

Tell “Here’s what we are going to do.
Now go do it. Please (optional).”

Sell “Here’s what we are going to
do. Here’s why. I hope you under
stand because you are going to imple
ment this.
Test “We have five options: Here’s
what they are. I’m leading toward
(but not 100% committed) to option 5.
Here’s why? What do you think? I would
like your input.
Consult “We have five options. Here’s
what they are. I need you all to partici
pate with me in evaluating the pros &
cons of each choice. In the end, it’ll be
my decision, however your input and
support is vital.

a team. After I give you some back
ground, I am going to take myself and
my prejudices out of the process. When
you’ve reached a decision, let me know
which and why.”
Ross suggests that managers display
the chart shown where team meetings
are held. It can serve as a reminder to
“the boss” to state at the outset exactly
in which mode a decision is to be made.
Team members will clearly understand
their roles and can feel free to point out
if the boss slips into another mode in
the middle of the process. Ross’s advice
is that any style or mode is valid,
depending on the circumstances. "Just
be clear in your communication with
the staff. That’s the key to successful
team decision making.”

This article was adapted from a presentation
given at the 1995 AICPA Financial Man
agement Symposium by Dr. Richard B. Ross,
senior partner of Ross Partners. Dr. Ross,
trainer and organizational consultant,
speaks annually to numerous Fortune 500
companies on topics rangingfrom visionary
leadership to developing high performance
cultures and building learning organiza
tions. He is codesigner of the new seminar,
“LeadingLearning Organizations, the how
to course for building a learning organiza
tion, as well as coauthor of “The Fifth
Discipline Field Book: Strategies and Tools for
Creating a Learning Organization. ”

Watch for... in November
■ CPAs in industry focus in

Journal ofAccountancy
■ Next issue of

Join “The team has an important deci
sion to make and it needs to be made as

Financial Manager’s Report

Five decision-making styles

Team leader’s “control”

Area of freedom for team
members
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Board of Directors vs. Board of Advisors
byGaryZeune

You are the CFO of a $12 million dollar
privately held company. New entrants
into the market are competing based
on price, and their quality is improving.
Your customers are loyal, but you know
they won’t say no to competitors’ price
incentives much longer. Your boss, the
owner, is terrified. She knows new ideas
are needed, but is terrified of asking
outsiders to join the board of directors
— to ask outsiders to peer into the
inner workings of the company — and
give them voting power.
What about using consultants? Usu
ally an expensive proposition, consul
tants normally don’t stick around to
see the real-life implications of their
suggestions. And, consultants tend to
push CEOs toward a solution that will
utilize their area of expertise.
What’s the solution? A board of
advisors. John Nash, president of the
National Association of Corporate
Directors recently estimated that 80%
of owners considering outside direc
tors end up putting together a board
of advisors. A more informal arrange
ment, a board of advisors has no
voting power, so is less threatening,
and generally has no legal liability to
protect shareholder interests.
Like a board of outside directors,
the goal is to assemble a team of more
experienced advisors. As a result, a
certain amount of second-guessing
will make your CEO uncomfortable.
But, that pales in comparison to the
uncertainty the rest of the company
will feel. If not dealt with in a forth
right manner, such stress can nearly
cripple a company, at the very time it
can least afford the distraction. Man
agement will fear being secondguessed by more seasoned executives.
Let the employees know up front that
the board’s mission is strategic, advi
sors will not get involved in day-to-day
operations. Also, keep the manage
ment team informed about the candi
dates. Ask how they would select
advisory members, let appropriate
management join the interviewing
process. Familiarity significantly
reduces the stress.
A board of advisors has other bene
fits. Many members will have been
senior executives. If the relationship
is handled properly, members will be
there long-term. Advisors have no
particular ax to grind, and are also
substantially less expensive than con
sultants. Don’t expect your advisors to
The Financial Manager’s Report

rubber-stamp decisions. Advisors will
shake up the company culture by ask
ing hard questions — questions that
make you sweat and squirm in your
seat. Advisors will require a break with
the old way of thinking.
What kind of people do you want on
your board of advisors? First, you need
a fresh perspective. That means people
who don’t even know about your com
pany. So how are you going to find
them? Since the company is in crisis,
neither you nor the CEO probably
have the time or the expertise. But,
some executive recruiting firms special
ize in finding advisors. Ask around for
references.
Your CEO will likely be drawn to
candidates who challenge her. Prepare
for the interviews by deciding what
approach you are going to take — the
hard sell or let the candidates form
their own opinions by asking questions.
The most critical issue is why each can
didate wants to be an advisor. If some
one asks you to raise the meeting fee,
they may be primarily interested in a
second income. If an investment bank
ing candidate continually talks about
her firm’s financing capability, the real
issue may be earning a fee by taking
the company public or raising private
capital. Look for candidates who bom
bard you with enthusiastic questions
about the company, and offer ways they
can help.
Expect the board to slay a lot of
sacred cows. For example, many owners
focus on the internal workings of the
company, and use this view to market
the business. But most customers don’t
care about the company’s internal
workings. They only care if you solve
their problems. For example, say you
run a technical training school for high
school graduates. Students don’t care
about the equipment. Students are
interested in getting a job. Instead of
promoting your state-of-the-art equip
ment (an internal view), advisors might
suggest a strategic shift in your market
ing — promote the number ofjob
offers your graduates receive.
Once in place, how do you keep the
board running smoothly? Here are
some suggestions:
■ At each meeting, schedule the next
several meetings.
■ Prepare name tents to facilitate com
munication between management
and the group of advisors.
■ Begin and end meetings on time.

■ Have a set agenda.
■ Have lunch with at least one advisor
between meetings.
■ Keep the board’s role strategic.
As managers sort out which board
ideas they want to implement, they will
form natural bonds with the advisors to
implement the plans. Fear of losing
power to advisors will transform into
power being used.
Properly formed and utilized,
boards of advisors can be extremely
valuable in changing the secretive
culture found at most private compa
nies. Why adopt a board of advisors?
Because you can’t afford not to. The
world is changing much too fast to
ignore the vast talent that is available
for the asking. But if needed, you must
make changes. Board members will
not tolerate leaders who won’t admit
what they don’t know.

Adapted from the author's live all-day
course, Beyond the Bottom Line — Using
Nonfinancial Performance Measures to
Drive Profitability. Mr. Zeune has spoken
at the AICPA's National Industry Confer
ence, and for numerous state CPA societies.
He counsels numerous companies on com
petitive techniques. He can be reached at
614-885-0262 or at 285 Pinney Drive
Suite 300, Columbus, Ohio 43085.

Big Tax Savings for
Small Companies
Continued from page 2

ments, as of the end of the plan year.
Designing and administering a Cafe
teria Plan does take care and attention.
But your tax savings will probably pay
for the Plan’s initial costs in less than a
year and more than pay for administra
tion costs in subsequent years. And at
the same time your employees will save.
With a Cafeteria Plan, everybody
benefits.

Jan Bond, QPA is Director of Flexible
Benefits at Mayer Hoffman McCann L.C.
in Kansas City, Missouri. Jan will be a
featured speaker at the AICPA's 1995 Fall
National Industry Conference on October
27. Call 800-876-7548 to receive a free
newsletter, the Cafeteria Plan Alert or a
sample kit on how to administer cafeteria
plans in-house. Write to fan al 420 Nichols
Road, Kansas City, MO 64112.
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Is Your Company Reviewing Its CPA Firm Services?
3. The international area is becoming
increasingly important to XYZ.
Please describe your international
partners who would be assigned our
account and your firm’s international
expertise in our industry.
4. The culture of XYZ is highly entre
preneurial, fast-paced, dynamic, and
consensus-oriented in its decision
making. Please describe how your
firm can meet XYZ’s demands for
commitment, in depth knowledge
of our core businesses, and, on
occasion, immediate service
responsiveness.
5. Set forth your fee proposal for the
19_ Audit, with whatever guarantees
can be given regarding increases in
future years.
6. Furnish standard fee billing rates for
classes of professional personnel for

Continued from page /

each of the last three years.
7. What has been your firm’s [or
office] experience regarding realiza
tion rates of standard fees for audit
engagements?
8. Although the technical and profes
sional expertise of our independent
accounting firm is important, we also
believe that such a firm should exem
plify a businessperson’s approach to
servicing our company. Please com
ment and/or demonstrate how this
“street-smart” business aspect would
be part of your firm’s approach to
client issues.
9. Please identify three to five clients of
the partner who would be in charge
of the XYZ audit and the names of
the CFO and CEO to contact for
references.

Other
1. Describe how important XYZ would
be to your firms as a client.
2. Summarize how and why your firm is
distinct from the other firms being
considered and why the selection of
your firm as independent accoun
tants for XYZ is the best decision our
company could make.

Reprinted from Winning Proposals: A
Step-By-Step Guide to the Proposal
Process, written by Kaye Vivian, issued by
the AICPA Management of an Accounting
Practice Committee. Copyright © 1993 by
Kaye Vivian; all rights reserved. To order
copies of Winning Proposals (product
number 090390), call the AICPA order
department at 1-800—862—4272.

New & Noteworthy Self Study Courses for Members in Industry
SAVE 10% when you order any 3 courses!

New! CPA’s Guide to Navigating Online
(Available 10/30/95)
This course will show you the online
basics of how to use a modem, how to
use the AICPA’s Accountants Forum on
CompuServe, how to navigate the Inter
net as well as various bulletin boards of
special interest to CPAs. You’ll receive
keystroke-by-keystroke instructions
along with free software and sufficient
online time so that you can easily com
plete the course and do some online
exploration of your own.
This course uses the mentored self
study approach pioneered by Kent Infor
mation Services, Inc., so that you are in
touch with a human instructor until you
complete the course. Your mentor will
be available to answer questions and give
you assistance throughout.
Course highlights include:
■ Using the Internet ■ E-Mail
■ America on Line
■ Bulletin Boards
■ CompuServe and Accountants
Forum
■ World Wide Web
■ Gophers
■ Transfer Files
■ Internet Security
■ Internet Sites
■ TELNET
■ Modems
■ USENET
Author: Kent Information Services,
John Graves, CPA, President
Course Level: Basic
Recommended CPE Credit: 16 Hours
Course Format: Text and online con
tacts; phone mentors (739055CLT)
$195.00
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Equipment requirements:
■ PC with Windows 3.0 or higher or a
Macintosh computer
■ Modem with speed of 9600 baud or
greater.

Revised! SEC Reporting
This course outlines the latest
Securities and Exchange Commission
pronouncements bearing on financial
reporting of publicly held corporations.
It explains and illustrates the relation
ship of the initial registration statement,
Forms 10-Kand 10-Q, and the proxy
statement, so that you’ll gain a solid
understanding of SEC reporting
requirements.
You’ll also develop an understanding
of the requirements of the Securities
Acts of 1933 and 1934; of Regulations
S-X and S-K; of the process of “going
public,” and you’ll learn to prepare and
review financial statements and related
disclosures required in SEC filings.
Course highlights include :
■ SEC organization chart, contacts and
phone numbers.
■ SEC enforcement activities.
■ Summary of current legal and
regulatory environment.
Bonus: CCH’s SEC Handbook is
included with the text.
Authors: Leland E. Graul, CPA,
Wayne A. Kolins, CPA, and Jeffrey W.
Lenz, CPA
Course Format: Intermediate
Recommended CPE Credit: 14 hours
Course Format: Text (736332CLT)
$149.00

Revised! Investment Strategies in
the ’90s
This course, newly revised to include
mutual fund investing and a derivative
overview, equips the CPA, who is not
an investment specialist, with a working
knowledge of current investment strate
gies. It is applicable to any CPA who is
responsible for investing in personal,
client or corporate funds.
In today’s world of volatile interest
rates and security markets, investors
are faced with increasingly complex
investment choices. As a result, many
individuals and companies turn to their
CPAs for guidance. The course helps
you evaluate a variety of products.
Course highlights include:
■ Model portfolios for each investor
risk type.
■ Strategies to predict and time
the market.
Author: David B. Lippman, CPA, JD
Course Format: Basic
Recommended CPE Credit: 10 hours
Course Format: Text (735916CLT)
$129.00

To order these courses,
please call the
AICPA Order Department at
1-800-862-4272 (dept. #1),
Monday- Friday,
8:30am-7:30pm, EST.
These courses are also available
through your state society.
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